

















An Examination of Mediators Between  
Satisfaction and Repurchasing 




 2.1 顧客満足および再購買意図 
 2.2 信頼 
 2.3 関係的価値 

















うこと（Garbarino and Johnson, 1999）、満足が再購買に及ぼす正の影響はスイッチ
障壁によって大きく弱められるということ（Jones, Mothersbaugh, and Beatty, 2000; 
Voss, Godfrey, and Seiders, 2010）、あるいは、満足は再購買に信頼やコミットメント






















































二十数年の間、幾度も実証分析の対象となってきた（e.g., Anderson and Sullivan, 



















 2.2 信頼 
 信頼（trust）概念を扱ってきた既存研究の中には、信頼を、満足が再購買意図に及
ぼす正の影響の媒介要因として挙げた研究（Agustin and Singh, 2005; Aurier and 
N’Goala, 2010; Garbarino and Johnson, 1999; Sirdeshmukh et al., 2002）および調



















調整要因としてではなく媒介要因として扱ってきた（Agustin and Singh, 2005; 
Aurier and N’Goala, 2010; Garbarino and Johnson, 1999; Sirdeshmukh et al., 2002）。


















and Singh（2005, p.97）のほか、彼らが引用したSirdeshmukh et al.（2002, p.17）
は、信頼を「サービス提供者はその約束に基づいて安心できかつ頼りになるという消
費者の期待」であると定義し、信頼が期待そのものであるということを明示している。







購買意図の関係を調整する（Anderson and Srinivasan, 2003）。他方、信頼が交換対
象物に対するものであれば、信頼は満足と再購買意図の関係を媒介する（e.g., Aurier 












っても信頼を示す。Agustin and Singh（2005）は通常の顧客満足を、他方Aurier and 










扱われてきた（Sirdeshmukh et al., 2002; Agustin and Singh, 2005）。 
 Sirdeshmukh et al.（2002, p.21）はZeithaml（1988）による価値の定義を引用し
たうえで、価値を「サービス提供者との現行の交換関係の維持において生じるベネフ





 他方、Aurier and N’Goala（2010）は、満足の帰結としてではなく、満足の原因と




























（Aurier and N’Goala, 2010; Garbarino and Johnson, 1999）。Garbarino and 
Johnson（1999）は、Moorman et al.（1992, p.316）のコミットメントの定義である















































きが存在していると言うこともできるかもしれない（cf. Agustin and Singh, 2005; 
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信頼 次回購買において顧客が期待
するサービス品質の水準 
Garbarino and Johnson (1999), 
Anderson and Srinivasan 
(2003), Agustin and Singh 





Sirdeshmukh et al. (2002), 
Anderson and Srinivasan 
(2003), Agustin and Singh 





Garbarino and Johnson (1999), 




































































Agustin, Clara and Jagdip Singh (2005) “Curvilinear Effects of Consumer Loyalty Determinants in 
Relational Exchanges,” Journal of Marketing Research, Vol. 42, No. 1, pp. 96-108. 
Anderson, Eugene W. (1998) “Customer Satisfaction and Word of Mouth,” Journal of Service 
Research, Vol. 1, No. 1, pp. 5-17. 
138 
 
― and Mary A. Sullivan (1993) “The Antecedents and Consequence of Customer Satisfaction 
for Firms,” Marketing Science, Vol. 12, No. 2, pp. 125-143. 
Anderson, Rolph E. and Srini S. Srinivasan (2003) “E-Satisfaction and E-Loyalty: A Contingency 
Framework,” Psychology and Marketing, Vol. 20, No. 2, pp. 123-138.  
Aurier, Philippe and Gilles N’Goala (2010) “The Differing and Mediating Roles of Trust and 
Relationship Commitment in Service Relationship Maintenance and Development,” 
Journal of the Academy of Marketing Science, Vol. 38, No. 3, pp. 303-325. 
Berry, Leonard L. and A. Parasuraman (1991) Marketing Services, New York: The Free Press.  
Churchill, Gilbert A. Jr. and Carol Surprenant (1982) “An Investigation Into the Determinants of 
Customer Satisfaction,” Journal of Marketing Research, Vol. 19, No. 4, pp. 491-504. 
Fornell, Claes, Michael D. Johnson, Eugene W. Anderson, Jaesung Cha, and Barbara Everitt 
Bryant (1996) “The American Customer Satisfaction Index: Nature, Purpose, and Findings,” 
Journal of Marketing Research, Vol. 18, No. 1, pp. 39-50.  
Garbarino, Ellen and Mark S. Johnson (1999) “The Different Roles of Satisfaction, Trust, and 
Commitment in Customer Relationships,” Journal of Marketing, Vol. 63, No. 2, pp. 70-87. 
Johnson, Michael D., Andreas Herrmann, and Frank Huber (2006) “The Evolution of Loyalty 
Intentions,” Journal of Marketing, Vol. 70, No. 2, pp. 122-132. 
Moorman, Christine, Gerald Zaltman, and Rohit Deshpandé (1992) “Relationships Between 
Providers and Users of Market Research: The Dynamics of Trust Within and Between 
Organizations,” Journal of Marketing Research, Vol. 29, No. 3, pp. 314-328. 
― Rohit Deshpandé, and Gerald Zaltman (1993) “Factors Affecting Trust in Marketing 
Relationships,” Journal of Marketing, Vol. 57, No. 1, pp. 81-101. 
Morgan, Robert M. and Shelby D. Hunt (1994) “The Commitment-Trust Theory of Relationship 
Marketing,” Journal of Marketing, Vol. 58, No. 3, pp. 20-38. 
Oliver, Richard L. (1980) “A Cognitive Model of the Antecedents and Consequence of Satisfaction 
Decisions,” Journal of Marketing Research, Vol. 17, No. 4, pp. 460-469. 
― (2010) Satisfaction: A Behavioral Perspective on the Consumer, New York: McGraw Hill. 
Olsen, Svein Ottar (2007) “Repurchase Loyalty: The Role of Involvement and Satisfaction,” 
Psychology & Marketing, Vol. 24, No. 4, pp. 315-341.  
Tse, David K. and Peter C. Wilton (1988) “Models of Consumer Satisfaction Formation: An 
Extension,” Journal of Marketing Research, Vol. 25, No. 2, pp. 204-212. 
Voss, Glenn B., Andrea Godfrey, and Kathleen Seiders (2010) “How Complementarity and 
Substitution Alter the Customer Satisfaction-Repurchase Link,” Journal of Marketing, Vol. 
74, No. 6, pp. 111-127. 
Zeithaml, Valarie A. (1988) “Consumer Perceptions of Price, Quality, and Value: A Means-End 
Model and Synthesis of Evidence,” Journal of Marketing, Vol. 52, No. 3, pp. 2-22. 
 
